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A Study on Livestock Products Brand Loyalty of University Students
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ABSTRACT

This study was conducted to investigate the experience of purchasing a specific livestock farm product brand, loyalty to a
brand, reasons of loyalty, reasons of nonloyalty and intension of paying a premium for a preferred brand according to gender,
occupation of parents, a place of residence and income of parents with 408 university students by using a questionnaire and to
provide measures for development of livestock farm product brands satisfying both to producers and consumers. According to the
results, only the students (25.7%, 105) had bought a specific livestock farm product brand and more female students (33.6%) had
purchased a specific brand than male students (21.4%) (p<0.01). For loyalty to a brand, males were more loyal by recording 3.83
points, and students whose parents were farmer showed the highest or 4.17 points (p<0.05). As reasons of loyalty to a brand,
female students answered quality (76.6%, 36) and a price (12.8%, 6) in that order and male students considered its name value as
the most important reason (26.4%, 14) (p<0.05). In conclusion, experience of buying a livestock farm product brand was found to
be a factor increasing university students’ loyalty to a brand. Although quality and a price affected largely the purchase of a
brand, a place to buy it and a price were major factors hindering the purchase.

(Key words : University students, Livestock products, Brand, Brand loyalty)
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Fig. 1. Distribution of respondents by general characteristics.
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Table 1. The purchase yes or no of livestock products specific brand

( ):%
Classification Yes No Total Statistic-test
Male 56(21.4) 206(78.6) 262(100.0) ,
X -value
Gender Female 49(33.6) 97(66.4) 146(100.0) 7 gGHH
Total 105(25.7) 303(74.3) 408(100.0)
Self employed 35(23.3) 115(76.7) 150(100.0)
Agriculture 15(20.3) 59(79.7) 74(100.0)
Parent’s Government employee 6(20.7) 23(79.3) 29(100.0) X -value
: NS
occupation Company employee 37(31.1) 82(68.9) 119(100.0) 1 3.976
Others 12(33.3) 24(66.7) 36(100.0)
Total 105(25.7) 303(74.3) 408(100.0)
Big city 33(21.4) 104(78.6) 137(100.0)
o Midium & Small city 51(29.8) 120(70.2) 171(100.0) X -value
Living area NS
Rural 21(21.0) 79(79.0) 100(100.0) 2 4.707
Total 105(25.7) 303(74.3) 408(100.0)
Under 2,500 8(14.3) 48(85.7) 56(100.0)
2,500~3,500 12(22.2) 42(77.8) 54(100.0) ,
Income level 3,500~5,000 21(32.8) 43(67.2) 64(100.0) X -value
(10 thousands won) ’ ’ ‘ ’ ’ : 20.688%%*
5,000 Over 7(18.4) 31(81.6) 38(100.0)
Total 48(22.6) 164(77.4) 212(100.0)

NS . Not-significant (p>0.05), **: p<0.01, ***: p<0.001.
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Table 2. The mean and standard error of brand loyalty of livestock products

Classification Mean + SE Statistic-test
Male 3.83 + 0.068
Gender Female 3.58 + 0.109 t-value: 1.988"
Average 3.71 £ 0.063
Self employed 3.57 + 0.141°
Agriculture 4.17 + 0.090"
ab
Parent’s occupation Government employee 367 0'1673,3 F-value: 2.601%*
Company employee 3.64 + 0.095
Others 3.80 + 0.107"
Average 3.71 + 0.063
Big city 3.64 + 0.112
Living arca Mid. city 3.65 + 0.085 F-value: 2.512"°
Rural region 4.00 £ 0.147
Average 3.71 £ 0.063
Under 2,500 3.67 + 0.441
Income level izzgg:z:ggg iig I 8(1)(9)2 F-value: 0.833"°
(10thousands won)
5,000 Over 4.00 £ 0.000
Average 3.90 + 0.081

NS . Not-significant (p>0.05), *: p<0.05.

**. Means with different superscript in the same column are significantly different(p <0.05).
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Table 3. Reason of brand loyalty to livestock products

( ):%
Classification digirr?gt(ilon Quality Price cof;li/recrlllizsnece Total Statistic-test
Mal 14 34 2 3 53
ale (26.4) (64.2) (3.8) (5.7) (100.0) i
Gend Femal 2 36 6 3 47 X'-value
ender emaie (4.3) (76.6) (12.8) (6.4) (100.0) . 10.736*
Total 16 70 8 6 100
ota (16.0) (70.0) (8.0) (6.0) (100.0)
Self emploved 5 29 6 0 40
clil employe (12.5) (72.5) (15.0) (0) (100.0)
. 3 12 0 0 15
Agriculture (20.0) (80.0) 0) 0) (100.0)
Government 0 7 2 0 9 5
Parent's employee 0) (77.8) (22.2) 0) (100.0) X -value
occupation Company 4 17 0 6 27 © 32.286%**
employee (14.8) (63.0) (0) (22.2) (100.0)
Others 4 3 0 0 9
(44.4) (55.6) (0) (0) (100.0)
Total 16 70 8 6 100
0 (16.0) (70.0) (8.0) (6.0) (100.0)
Big cit 9 24 0 3 36
18 oty (25.0) (66.7) (0) (8.3) (100.0)
Midium & Small 2 30 8 3 43 5
. city (4.7) (69.8) (18.6) (7.0) (100.0) X -value
Living area Rural 5 16 0 0 21 L 18.517%*
ura (23.8) (76.2) (0) (0) (100.0)
16 70 8 6 100
Total (16.0) (70.0) (8.0) (6.0) (100.0)
3 8 0 0 11
Under 2,500 (27.3) (72.7) 0) 0) (100.0)
5 0 0 0 5
: . 2,500~3,500 (100.0) 0) 0) 0) (100.0) 2
ncome leve -val
2 19 2 0 23 X-value
(IOt}“;’;llf)ands 3,500~5,000 (8.7) (82.6) 8.7) 0) (100.0) . 29 gagres
0 5 0 0 5
3,000 Over (0) (100.0) 0) 0) (100.0)
10 32 2 0 40
Total (22.7) (72.7) (4.5) (0) (100.0)
*: p<0.05, **: p<0.01, ***: p<0.001.
0% adlelm Hy=o] yhajo] glo] uFAF HA 9] 46.3%(82%) Hr}h o Wol SHAUT 1 dgoR:
7HA o] HAEE Agshs 3lo] F83% HAR Alsdch 7S 9 32.8%, oSS 30.9% (29)E EUIL
TEELE FE 147% (26%), 1S 11.7% (1178)°1 9L,
4. BHE 2545 OlR "1eh = EE 6.2% (119), IS 32% (W)= e
t} (p>0.05).
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Table 4. Reason of brand non-loyalty to livestock products

( ):%
Classification Quality Price incl())lrllifct?rflisee;lce Others Total Statistic-test
Male 26 58 82 11 177
(14.7) (32.8) (46.3) (6.2) (100.0) i
Gender Female 11 29 51 3 94 X -value
(11.7) (30.9) (54.3) (3.2) (100.0) L9 344N
Total 37 87 133 14 271
(13.7) (32.1) (49.1) (5.2) (100.0)
Self employed 13 30 54 0 7
ploy (13.4) (30.9) (55.7) (0) (100.0)
Agriculture 12 11 29 3 33
g (21.8) (20.0) (52.7) (5.5) (100.0)
Government 0 9 3 2 14 )
Parent’s employee (0) (64.3) (21.4) (14.3) (100.0) X -value
occupation Company 9 22 40 7 78 . 15.974%%%
employee (11.5) (28.2) (51.3) (9.0) (100.0)
Others 3 15 7 2 27
(11.1) (55.6) (25.9) (7.4) (100.0)
Total 37 87 133 14 271
(13.7) (32.1) (49.1) (5.2) (100.0)
Big city 13 28 45 0 86
g (15.1) (32.6) (52.3) (0) (100.0)
Midium & 17 42 50 9 118 ,
. Small city (14.4) (35.6) (42.4) (7.6) (100.0) X -value
Living area . 17 13 5 67 . 15.974"
Rural S
(10.4) (25.4) (56.7) (7.5) (100.0)
37 87 133 14 271
Total (13.7) (32.1) (49.1) (5.2) (100.0)
3 20 15 0 38
Under 2,500 (7.9) (52.6) (39.5) (0) (100.0)
5 13 18 4 40
. 2,500~3,500 (157 (32.5) (45.0) (10.0) (100.0) i
Income leve _val
0 10 26 2 38 X'-value
10 thousands  3,500~5,000
( W‘(’)‘Ilf)an s 9 ’ (0) (26.3) (68.4) (5.3) (100.0) . 26.548%%
8 10 11 0 29
3,000 Over (27.6) (34.5) (37.9) 0) (100.0)
16 53 70 6 145
. (11.0) (36.6) (48.3) (4.1) (100.0)

= 74, 214%(39), vHAIHe R = EE Ve E A8 3 B3k Adels dXEgl o, vl £ (2002)
3FATH (p<0.001). F-X A5HEEE "PAET 0] 483% (70 AHEo] ZHARUE 9AE < ]
BE 7P ERAL ML
), "71EF, 4.1% (6) ol AT (p<0.01).
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: Not-significant (p>0.05), **: p<0.01, ***: p<0.001.
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Table 5. Expensive price payment opinion of preference brand

C )%
Classification Yes No Total Statistic-test
Male 116(45.1) 141(54.9) 257(100.0) ,
X -value
Gender Female 86(60.1) 57(39.9) 143(100.0) . g 04THH
Total 202(50.5) 198(49.5) 400(100.0)
Self employed 77(53.1) 68(46.9) 145(100.0)
Agriculture 38(51.4) 36(48.6) 74(100.0)
Parent's Government employee 12(41.4) 17(58.6) 29(100.0) X -value
occupation Company employee 58(50.0) 58(50.0) 116(100.0) : 1.546™
Others 17(47.2) 19(52.8) 36(100.0)
Total 202(50.5) 198(49.5) 400(100.0)
Big city 70(51.1) 67(48.9) 137(100.0)
. Midium & Small city 81(48.2) 87(51.8) 168(100.0) X -value
Living area . NS
Rural 51(53.7) 45(46.3) 95(100.0) P31
Total 202(50.5) 198(49.5) 400(100.0)
Under 2,500 22(39.3) 34(60.7) 56(100.0)
Income level 2,500~3,500 39(72.2) 15(27.8) 54(100.0) Covalue
(10 thousands 3,500~5,000 36(56.3) 28(43.8) 64(100.0) 17340454
won) 5,000 Over 12(34.3) 23(65.7) 35(100.0) ST
Total 109(52.2) 100(47.8) 209(100.0)
™. Not-significant (p>0.05), **: p<0.01, ***: p<0.001.
2o AARGAA Arbs TUATTE 505%(2027),  o]@gE A= 0] (2003)7F BRI FHAkEC] tigk Ze
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